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INTISARI 

Penelitian ini memiliki tujuan untuk menguji pengaruh interactivity, 

informativeness, impulsiveness dan attitude to livestreaming shopping terhadap 

shopping intention dengan trust sebagai variabel mediasi nya. Subjek dari 

penelitian ini adalah masyarakat yang berbelanja online melalui livestreaming 

commerce. 

Penelitian menggunakan pendekatan kuantitatif dengan menggunakan 

kuisioner online. Jumlah responden yang didapatkan sebanyak 227 responden. 

Metode yang digunakan untuk menganalisis hasil kuisioner adalah dengan software 

SmartPLS versi 3.2.9.0, metode yang dipakai adalah Partial Least Square.  

Hasil dari penelitian menunjukkan bahwa interactivity, informativeness, 

impulsiveness dan attitude to livestreaming shopping berpengaruh positif terhadap 

variabel mediasi trust. Namun, penelitian ini mendapatkan hasil bahwa pengaruh 

interactivity, informativeness, impulsiveness dan attitude to livestreaming shopping 

secara langsung terhadap shopping intention tidak signifikan. Sebaliknya, trust 

menunjukkan pengaruh positif yang sangat signifikan terhadap shopping intention 

yang menegaskan peran penting trust sebagai mediator dalam meningkatkan 

shopping intention dalam konteks livestreaming commerce. 

Kata kunci: livestreaming commerce, interactivity, informativeness, 

impulsiveness, attitude to livestreaming shopping, trust, shopping intention, partial 

least square.   
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ABSTRACT 

This study aims to examine the effect of interactivity, informativeness, 

impulsiveness, and attitude to livestreaming shopping on shopping intention, with 

trust as the mediating variable. The subjects of this research are individuals who 

shop online through livestreaming commerce.  

A quantitative approach was used, with data collected via an online 

questionnaire. A total of 227 respondents participated in the study. The data were 

analyzed using the Partial Least Square (PLS) method with SmartPLS version 

3.2.9.0 software.  

The results indicate that interactivity, informativeness, impulsiveness, and 

attitude to livestreaming shopping have a positive impact on the mediating variable, 

trust. However, the direct effects of interactivity, informativeness, impulsiveness, 

and attitude to livestreaming shopping on shopping intention were found to be 

insignificant. Conversely, trust demonstrated a highly significant positive effect on 

shopping intention, highlighting the crucial role of trust as a mediator in enhancing 

shopping intention within the context of livestreaming commerce. 

Keywords: livestreaming commerce, interactivity, informativeness, impulsiveness, 

attitude to livestreaming shopping, trust, shopping intention, partial least square. 
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